Large shopping centres have become an important element of the urban landscape and a major competitor with other forms of retail sale. Their large offer, including a wide variety of products and services, special offers and tasting campaigns, large car parks, and own-brand fuel stations as well as various services points located in shopping centres successfully win customers. The present study focuses on Polish shopping centres (malls), particularly those located in Krakow. A shopping centre (mall) is defined as "a commercial property designed, constructed and managed as a single business entity, comprising stores/shops and common areas, with a minimum leasable area of 5 thousand m2 (GLA) and accommodating at least 10 stores/shops". The purpose of this paper is to examine the behaviour of prospective customers of shopping centres, their preferences when selecting their shopping locations, and declarations on the use of additional functions offered by commercial and services enterprises. Furthermore, the paper identifies non-commercial functions of shopping malls of particular interest to prospective customers. The paper also presents a profile of a consumer who has a preference for shopping and spending their free time in malls. The conclusions are based on literature on the subject and the findings of a survey conducted by the authors of the paper. A questionnaire was used as a research tool. The survey covered 1756 respondents -mainly residents of Krakow. In order to broaden the scope of the conclusions, the results of surveys and studies of other authors were also used.
Introduction
In recent years there has been a growing impact of shopping malls on the lives of people and local communities as well as on the functioning of business enterprises operating within their impact zone. The expansion of shopping centres, supermarkets, hypermarkets and discount stores is one the signs of the concentration of trade (Pokorska & Maleszyk 2002: 37-38) . This has developed rapidly in Poland and contributed to major changes, both in the area of supply and that of demand (macro) and in the individual shopping behaviour of buyers (micro).
Due to the considerable diversity of shopping malls, there is no single commonly applied definition. Dietl defines a shopping mall as an intentional form of spatial concentration of retail trade under common management providing services to the mall (Dietl 1992: 78) . According to J. Altkorn and T. Kramer, a shopping mall is a group of retail stores and service providers, usually constituting separate business entities, forming one complex in commercial, construction, architectural, organisational and administrative terms, providing a comprehensive range of products and services to customers. (Altkorn & Kramer 1998: 176) . The major objective of a shopping mall is to provide the customers with a broad range of products and services without the need to leave the building (Knecht-Tarczewska 2011: 296). The International Council of Shopping Centres defined a shopping centre as "a commercial property designed, constructed and managed as a single business entity, comprising stores/shops and common areas with a minimum leasable area of 5 thousand m 2 (GLA) 1 and accommodating at least 10 stores/shops" 2 (Mikołajczyk 2009: 138-139) . The major purpose of the present paper based on the available literature on the subject and the findings of surveys, was the analysis of the behaviour of prospective customers of shopping centres. Its objectives include analysing consumer preferences as regards the selection of shopping locations and their declarations on the use of the additional functions offered by the commercial and service enterprises examined. Moreover, the non-commercial functions of shopping centres of particular interest to prospective customers were identified, and a profile was developed of a consumer who has a preference for shopping and spending free time in shopping centres.
1. GLA (Gross Leasable Area) . GLA is the area used directly for direct commercial purposes and auxiliary premises used by individual lessees for administrative purposes, staff rooms, warehouses, reception desks, halls, staircases, public toilets.
2.
The definition provided by the International Council of Shopping Centres (a global organisation active in the shopping centres sector) is also used by the Polish Shopping Centres Board.
Shopping centres as an object of study
The first research projects on shopping centres began in the 1940s (Lillibridge 1948) . In the 2nd half of the 20th century, four main themes of research had crystallised and formed, each focusing on a different aspect of shopping centres: technical issues, location, economy and organisation, and behavioural issues (Feinberg & Meoli 1991; Eppli & Benjamin 1994; Solal 1998; Tubridy 2006) . The technical theme deals with a wide range of design and engineering problems, from the development of an architectural plan and urban planning proposal to the process of construction and detailed urban planning features (Gruen & Smith 1960; Redstone 1973; Gillette 1985; Beddington 1991; Coleman 2006; Jodido 2010; Mesher 2010) . In many studies, shopping centres are criticised because of their overscaling and the damage they do to the historical structure of cities (Jałowiecki 2005; Setkowicz 2008 ) as a result of the commercialisation of architecture and subordination of town planning principles to marketing strategies (Chase 1991; Pedreschi 2000) . On the other hand, in western countries shopping centres are ranked third (after home and work) as regards the time which people spend in them (Naisbitt 1997) .
The location theme is linked to research initiated in the 1940s on the identification of variables affecting the location of shopping centres, covering the systematisation of the existing location factors and the identification of new ones (Gruen & Smith 1960; Yue-min 1984) , together with the creation of spatial distribution models taking into account their impact zones. Location theories deployed for that purpose included, for example, the theories of: H. Hotelling, W. Christaller, A. Lösh, W. Alonso, network theories, theories on the interaction of spatial models, and the eclectic theory of international production by J. M. Dunning (Sternquist 1997; Mutebi 2007) .
Another important topic of research is the analysis of changes in the urban tissue caused by shopping centres (Mumford 1961; Longstreth 1997) , creating new "hearts" of cities/towns, modifying the structure of an urban centre, decentralising the city area, and appropriating public space (Staeheli & Mitchell 2006; Zipser 2010) .
Economic and organisational themes in research on shopping centres deal with the determinants and interdependencies in the area of production, distribution, and consumption of goods, together with marketing and the development and management of multi-service large area stores. The issues discussed include the processes of concentration and evolution of trade, the impact of shopping centres on the development of competition strategies and of instruments on the large format retail establishments market, and planning, implementing, and controlling marketing strategies (Kotler 1994; Sit, Merrilees & Birch 2003) . The interdependencies between the consumer and the shopping centre (Dennis 2005) are also investigated. An important issue is also e-commerce via e-stores and auction platforms, which can be described as virtual shopping centres (Massagli 2000; Hendershott, Hendershott & Hendershott 2001; Ciechomski 2010) .
The behavioural theme focuses on the functioning of consumers in the era of consumption (Baudrillard 1998; Aldridge 2006) . The development of consumption as an important aspect of the life of a human to whom shopping has become the most important form of social activity (Clarke 2003 ) is also highlighted. Shopping centres are presented as a permanent element of social life of considerable cultural or even religious importance (Kramer 1996) , its impact on and presence in human lives as a place for spending free time, and its role as a tourist attraction, or even an object of inspiration for artists (Davis 1991; Makowski 2003; Wilk 2003) .
Development and functioning of shopping centres in Poland
The political and economic changes that took place in Poland after 1989 triggered a dynamic development of trade and services. This is particularly strongly manifested in the opening of a great number of super and hypermarkets. As Poles have grown richer and the economic situation in Poland has improved, new commercial facilities began to emerge, whose offer has become gradually broader. The first shopping centre in Poland was Panorama, opened in May 1993 in Warsaw (Najlepsze galerie…) which is still operating. In subsequent years, the number of new shopping centres has grown. In the first three years, 100 thousand m 2 of GLA were brought into use, while in 1999, this figure was more than 900 thousand m 2 . In 2015, there were 481 shopping centres in Poland, with a total leasable area equalling 10.9 M m 2 , and a retail space per 1000 residents ratio of 283 m 2 (Figure 1 ). The EU ratio in the same year was approx. 290 m 2 (Mikołajczyk 2015: 180; Colliers International 2016) .
A considerable diversification of shopping centres has triggered a need to define their typology. The most common is the generation typology, based on the successive stages of structural and functional development of shopping centres (Table 1) .
Large format retail establishments forming shopping centres of the 1st generation emerged in Poland in the mid-1990s -these were hypermarkets with a relatively small shopping arcade, initially of between 5 and 10 thousand m 2 (Ciechomski 2010: 49) . In time, the average size evolved to approx. 15-20 thousand m 2 . They were usually located in suburban areas, close to large housing estates, near important transport routes. The 2nd generation of shopping centres developed in Poland at the end of the 1990s. They comprised a hypermarket, specialist store (home & garden, electronic equipment and household appliances), large clothing stores and an arcade of small shops (80-100), offering a range of commercial, entertainment and food services, in which a hypermarket occupied usually 1/3 of the total area, and the remaining retail and service enterprises occupied 2/3 (Ciechomski 2010: 49) . Shopping centres were located far from city centres, but offered a free shuttle bus service. The 3rd generation of shopping centres evolved at the beginning of the 21st century. What differentiates this from the two preceding generations is the provision of entertainment (multiplexes) as well as the offer of leisure and sports products and a broader range of lessees selling luxury global brands. These shopping centres are mainly located in city centres or central districts and have a positive effect on them as they regenerate the impoverished retail offer of the city centres.
What distinguishes the 4th generation of shopping centres from their predecessors is the presence of offices and hotels. Moreover, apart from the comfortable shopping conditions, they also offer an opportunity to relax and rest. Apart from restaurants and cinemas, there are also art galleries, concert halls, discos, gyms, indoor climbing walls, sports halls, beauty parlours, hair dressers', SPAs, fun fairs for kids, aquaria, and go kart tracks (Ciechomski 2010: 50) . Many new facilities emerge in the neighbourhood of shopping centres, such as office buildings, housing estates, or fuel stations. So, the shopping centres are no longer retail establishments, but become, most of all, a place where people go to spend their free time and meet.
There is no 5th generation shopping centre in Poland, yet. The underlying concept is to transform a shopping centre into a self-sustainable little town. This purpose will be achieved through the expansion of the existing retail, service, entertainment, office and accommodation functions to include residential premises as well as care and education establishments (kindergartens and schools). All needs of the customers-residents will be satisfied "under one roof", without the need to leave the centre. The vision of 5th generation shopping centres affects their development around the world.
Overview of the shopping centres operating in Krakow
The Polish retail market has been in a state of continuous development since the 1990s. In 2015, there were 481 shopping centres in Poland, with total retail leasable area (GLA) of approx. 10.9 M m 2 . Krakow is ranked 6 in the Polish retail market in terms of commercial space available for lease. The total leasable area in 2015 was 548 thousand m 2 accounting for 10% of the total area of major retail markets. These included shopping centres, retail parks, and outlet centres ( Table 2) .
The retail market in Poland, including Krakow, is varied in terms of the format of the projects. In Krakow, shopping centres dominate. Third generation centres (supermarkets or hypermarkets with a shopping arcade and entertainment zone) have the largest share in the market: Bonarka City Center, Galeria Krakowska, Galeria Kazimierz and Krakow Plaza. Krakow is one of the five Polish cities with a 4th generation shopping centre, combining a shopping arcade with a lessee grocery, cinema, entertainment, leisure and culture zone ( As of the end of 4Q 2015, the ratio of retail space per 1,000 inhabitants in Krakow was 530 m 2 . Upon completion of CH Serenada (150 retail and service units, with a total area of approx. 42,000 m 2 ), in Czyzyny, near CH Krokus, Multikino and Aquapark, which is planned at the end of 2017, the ratio will increase to 590 m 2 /per 1,000 residents.
Methodological framework
At the end of 2015 and at the beginning of 2016, a direct market survey was conducted designed to analyse the behaviour patterns of prospective clients of shopping centres. This looked at their preferences as regards the selection of shopping locations, declarations on the use of additional services offered by retail and service establishments, and the identification of the non-retail functions of shopping centres of particular interest to prospective consumers.
The surveys were conducted in all districts of Krakow using a questionnaire. The respondents were selected at random. The survey was conducted in all districts in order to avoid the effect of correlation between the place of residence and the place of shopping, and -consequently -choosing the nearest shopping centre as the most attractive place for shopping.
The survey covered 1,756 respondents -mainly residents of Krakow. Women accounted for slightly more than 60% of respondents, while men for nearly 40%. Almost 50% of respondents were people in work and with secondary education (Table 3) .
In order to expand the scope of data for conclusions, the findings of the surveys conducted among 600 resi- dents of the outer zone of the Upper Silesia conurbation in 2012 and the impact zone of Bielsko-Biala, Rybnik and Czestochowa (direct interviews) were also used. The respondents were residents of selected towns/villages, doing shopping in selected shopping centres. Locations within the impact zone of at least one shopping centre were eligible to be included in the survey. The study was non exhaustive and the results have already been published in a paper by M. Twardzik (2014) . The results of surveys conducted among 1093 respondents in Lodz in 2010 were also used for the purpose of the analysis. The survey dealt with, inter alia, the perception of the "shopping" and the results were presented in a paper by A. Rochmińska (2012) .
The importance of shopping centres to consumers -analysis of survey results
The respondents participating in the survey -residents of Krakow, asked about their preferences as regards the shopping locations that they declared they used most often, chose shopping centres (24.8%) and discount stores (20.0%) for practical reasons, i.e. ability to buy all the necessary products in one location, the wide range of products on offer, and the attractive prices of products and services. The following pattern was also observed -the older the respondents, the greater the number of people declaring that they shop in markets and small local shops (Table 4) .
According to the respondents, the two Krakow shopping centres that were most popular and most frequently chosen as the ones having the widest range of products and services were: Bonarka City Center and Galeria Krakowska. They are the biggest retail establishments of that type in Krakow. Bonarka City Center has the biggest area (91 000 m² GLA), while Galeria Krakowska, although smaller (57 700 m² GLA), has a wider range of shops/stores, service points and catering facilities (approx. 300) 3 , and a very attractive location -next to the main Krakow railway station Krakow Glowny and close to the historic part of the city. The least often visited is Tesco in Wielicka Street and CH King Square (Table 5) .
Slightly over 83% of respondents admit that they visit large format retail establishments to shop and use other services offered there. Nearly two thirds of the respondents pointed to the wide range of products offered as the most frequent reason to visit a shopping centre. Every third person surveyed shopped in the shopping centres due to their low prices and small distance from their place of residence (Figure 2) .
It should be noted that the reasons for choosing a shop-ping centre as a preferred shopping location given by respondents do not depend on their place of residence. Similar reasons are given by residents of big cities (Krakow) and of smaller towns or villages within conurbations. The surveys conducted in selected locations within the Silesia region prove that the most important selection criterion for the majority of the respondents is the broad range of products and services offered (64.8%), ability to buy everything "under one roof" (49%), low prices (46.5%) and convenient opening hours (46%). Moreover, free parking areas and good communications with the city centre were important for every fifth respondent 4 (Twardzik 2014) . Nearly 40% of the respondents declared that they visited shopping centres once a week, usually on a weekday (50%), in the afternoon, between 15:00 and 17:00 (44.5%), and spent up to 3 hours there (73.5%) at a time. Similarly, respondents from small towns and rural areas also declare that they like the possibility to do a bigger shop for a longer period (42%); however, in this case one third of the respondents (living in towns and rural areas) identify the possibility of shopping on Saturdays and Sundays as their selection criterion. The products most frequently bought by shopping centre customers are: clothes (17%), food (13%), and cosmetics (12%).
Nearly two-thirds of Krakow residents use services offered by shopping centres. They include, in particular ( Figure 3 ): catering (52%), cinema and entertainment services (70%), and health and beauty services (33.5%).
There is no specific pattern in the responses given by the residents of Krakow as regards the preferred location of shopping centres within the city (Table 6 ). On the one hand, many of them are of the opinion that they should be located in suburban areas and on the outskirts, but many also said that they would love to see a shopping centre in a specific district, as the existing local shops and service facilities were insufficient. Nearly half admitted that the opening of a shopping centre adversely affected local shops, yet many of them prefer shopping centres as more convenient, offering a wider range of products and more attractive prices, and having useful auxiliary infrastructure.
The most decisive factors attracting customers to shopping centres are: prices, special offers and a varied offer at one place (Table 7) . Over 80% of respondents admit that their main criterion when selecting a shop is the price, reduced/special prices, special offers, and nearly 71% declare that the products and services offered in shopping centres satisfy all their needs. A much smaller number of respondents treat a shopping centre as a place to meet with friends or spend free time. Over 59% of respondents say that a shopping centre is not a place where they spend free time, and nearly 55% say that it is not a place where they meet with friends.
Similarly, Lodz respondents (1,093) stated that their main reason to visit a shopping centre is to go shopping (94.2%), while nearly one quarter of the respondents mention the possibility of spending free time there or checking out new products. A total of 247 persons admitted that one of the key reasons to visit a shopping centre is spending free time there, and during their visit they go shopping (87%), eat in restaurants (37.6%), check out new products (33.2%) and participate in events and shows organised there (16.7%) (Rochmińska 2012) .
The majority of respondents from the Silesia region (over 92%) most frequently visit shopping centres to do shopping, and only 2% of them spend free time there. Services and the offer of leisure/entertainment services at the shopping centres increase their attractiveness, but are not very important to shoppers (Twardzik 2014) .
It seems worthwhile to ask the question why respondents participating in the survey so often deny that their visits to shopping centres are also connected with spending free time there. The problem may be the understanding of the notion of "free time" and how much free time the consumers actually have and, consequently, how they want to spend it so they could have the feeling that they have spent it effectively. Another issue is whether doing shopping or using other services offered by shopping centres (restaurants, cinema, health and beauty facilities, sports facilities, etc.) is perceived by respondents as a form of spending free time. Other factors which may affect the decisions on spending free time in shopping centres include age, financial position, marital status, stage in family life.
The available data from empirical studies show that spending free time in shopping centres is mainly preferred by young people. Nearly every second respondent aged below 23 and every third one aged 23-33, associates shopping centres not only with shopping, while in the age group above 45 years, it is only every tenth person. A pattern was also observed that the better is consumer's own opinion of their financial status, the more they are interested in doing more than just shopping and in using a wide variety of services offered by a shopping centre and spending free time there. The surveys showed that this is the case with nearly every third respondent having a good or very good financial situation (Rochmińska 2012) .
Conclusion and recommendations
A modern shopping centre addresses its offer of products and services to a new generation of consumers, young, middle-aged and mature, with good or very good income (Domański 2005) . Older consumers are much less prone to succumb to new trends in fashion and the development of new products and services, so for them a convenient location is much more important -near their place of residence or in direct contact with a shop assistant whom they know and may ask for advice. They prefer small shops, easy access, comfort and the safety of shopping.
When summing up the results of a survey conducted in Krakow, an attempt could be made to create a profile of a typical consumer visiting a shopping centre. The authors of this paper are of the view that this is usually a person aged 21-30, less frequently 31-40, with secondary education, preferring the comfort offered by a shopping centre due to wide variety of products and services available, attractive prices and satisfactory quality, a broad range of auxiliary services, a convenient location and supplementary infrastructure. The person usually visits a shopping centre once a week, usually on a weekday, in the afternoon or early evening, between 15:00 and 17:00, and spends up to 3 hours at a time there. He or she most often buys clothes, food, and cosmetics. A typical consumer visiting a shopping centre does not associate being there with spending free time and meeting friends; however, he/she quite often uses the entertainment, leisure and sports services offered there. Therefore, there is a need to identify the profile of a typical consumer spending free time in a shopping centre, which will be the subject of further research by the authors of the present paper. 
